INTRODUCTION
Companies are currently facing intense environment changes in terms of technology and forces within the market itself.
In an attempt to overcome this dynamism, many companies are using innovation to gain a competitive advantage not only remain in the market but also to prevail over their competitors. According to [1] , discussing evolution and development as a process of creative destruction in which innovations lead to the destruction of the current practice, innovations tend to replace previous innovations. Thus, the capacity to innovate becomes a differential and the factor responsible for the success or failure of an organization. As companies often do not internally have all the expertise and/or resources to achieve these goals, they seek new skills to complement their needs or disabilities externally, and it is through relational capability, i.e., the ability of firms to enter into strategic partnerships and alliances, that they are able to expand their resources and acquire new skills. To [2] , strategic alliances are agreements in which two or more partners share the commitment to conduct an activity together, sharing their skills and resources and coordinating activities. Given this context, and to delve more deeply into this issue, we sought to identify the relational capacity development stage in two technology-based companies (TBCs) in the information and communication technology (ICT) sector with different profiles, one structured within the market areas and the other structured in an incubator. For this purpose, descriptive qualitative research was conducted.
The relevance of this research is justified by its contribution to understanding and leveraging the development of relational capacity in TBCs.
THEORETICAL FRAMEWORK

Technology-Based Companies (TBC)
Technology-based companies aid the development of a nation through important socio-economic benefits such as support for industrialization, technological development and creating new jobs. They have different characteristics from traditional companies, as they operate in dynamic segments where innovation is a constant part of their activities. According to [3] , the activities of TBCs require the generation of intensive technologies to create new products, processes and services.
In Brazil, a TBC is an "enterprise whose main activity focuses on developing new products and processes based on a systematic application of scientific and technological knowledge and the use of pioneering and advanced techniques" [4] .
Information and Communication Technology Companies
One of the major vectors of change in the competitive landscape is the continuous evolution of technology due to its widespread use, significantly affecting all human activities and increasing the degree of uncertainty and unpredictability of the future. Among the new technologies is Information Technology (IT), which has become an important competitive component for organizations [5] .
Information technology covers a range of hardware products and software capable of collecting, storing, processing and accessing numbers and images, which are used to control equipment and work processes, and connect people, functions and offices within and between companies [6] .
Unlike the data, the information is organized and has meaning [7] . Thus, developing skills and abilities in finding, processing and storing information has become a competitive advantage for companies, and advances in information technology have greatly contributed to this process.
The focus of information technology has changed so much that the term IT has come to be used as Information and Communication Technology (ICT). Within this universe, new ideas and innovations have begun to be built.
Relational Capabilities
In a strategic alliance, companies cooperate to satisfy their mutual needs and share risks to achieve common goals. A strategic alliance provides many more features than a single company could purchase or own [8] .
As has been highlighted [2] , strategic alliances are agreements in which two or more partners share the commitment to conduct an activity together, sharing their skills and resources and coordinating activities. [9] explain that the coordination of a partnership can be divided into two tasks: inter organizational coordination and coordination of the partnership portfolio. While the inter-organization refers to the coordination of individual partnerships [10] , the partnership portfolio coordination deals with the integration of all strategic partnerships of an organization [11] .
A contractual strategic alliance is a long-term relationship between independent firms that share complementary resources for joint activities, managed through formal contracts and coordination devices [12] . It can be argued, according to [13] , that alliances are made between companies to work together in order to achieve certain strategic objectives.
Thus, alliances offer unique opportunities for a company to develop its strength with a broad set of partners who may be customers, suppliers, competitors, distributors, universities or other industries. Furthermore, the exchange of experiences will also result in the absorption of knowledge that can and should be used internally to improve administrative and organizational processes. Therefore, the relational capacity construct is adopted as a dynamic capability of companies to develop their resource base through formal and intentional partnerships [14] . As this construct, according to [15] , is founded by categories and models related to the dynamic capability to establish strategic partnerships, we can summarize the central categories and authors, as illustrated in Table 1 .
Table1. Categories underlying the relational capacity construct
Description the construct relational capacity
Selection of external partners for innovation
Companies create major relational capabilities when technological opportunities are highly complementary and with strategic partners. To this end, a strategic technology to identify opportunities is needed, which also includes a continuous prospecting activity and classification of new partners. Reputation, previous experience, needs and opportunities of stakeholders play an important role in mate selection. Furthermore, technological and / or scientific complementarity between partners is required to offer incentives for mutual cooperation
Kind of knowledge sought in external partners
Companies create and strengthen relational capacity when establishing priorities for acquiring the type of knowledge that they seek, and the knowledge gained will help to fill gaps and compensate for the resources not available within the company.
Nature of innovation developed in partnership with external actors
Companies seek a partnership to meet their needs for product improvement (incremental innovation) or the introduction of an entirely new product (radical innovation).
Formalization of partnerships for innovation
To strengthen and provide transparency and credibility in partnerships or alliances, it is crucial for companies to formalize these through some kind of contract or agreement of key responsibilities, desired goals and deliverables. Synchronization of decisions and innovation activities with external partners
In an effective partnership, it is crucial for companies to have internal processes to ensure that all parties have the right information with clear and defined objectives.
Resolution of conflicts of interests in partnerships for innovation
In a partnership or alliance, it is important for the role of each company to be well defined through processes, targets and deadlines to avoid possible conflicts or even disputes of interest that may weaken or destroy the partnership.
Evaluation of business model based on external partnerships for innovation
The success of a partnership can be evaluated using the knowledge acquired and internalized by the company, as well as the resulting learning curve. Thus, analytical tools are fundamental when it comes to highlighting the results.
Source: [9] ; [14] ; [15] ; [16] ; [17] .
RESEARCH METHOD
The research is qualitative and descriptive in nature. [18] argues that qualitative research is characterized as an attempt to gain an in-depth understanding of the meanings and situational characteristics presented by the respondent, rather than producing quantitative measures of behavioral characteristics.
The construction of case study is a research strategy that involves the use of one or more cases to create theoretical constructs and/or propositions using empirical evidence from corresponding studies [19] . [20] claims that intensive study in some cases allows deep, thorough and comparative evaluation of one or a few objects. This does not mean seeking to generalize or create new business models or business. At this time, what is sought is the contribution that can be achieved by analyzing these two real cases in the light of the available literature to see whether there is some kind of convergence.
Digital Access and Sollis Innovation are the two cases that were studied.
Primary and secondary data were used. According to [21] ,primary data are collected for the specific purpose of a study, while secondary data have already been collected, tabulated, sorted and sometimes even analyzed elsewhere.
The data were collected in July and August of 2015, and the secondary on the companies were obtained from bibliographies and online. This enabled the mapping of their general characteristics, performance history, portfolios and key partners.
The primary data were collected through structured interviews, with a script as the information collection tool to ensure that the same question was asked in the same way to the interviewee. [20] , explains that "the interview develops from a fixed list of questions, whose order and wording remains the same for all respondents." The interviews were conducted with the manager and lasted an average of 40 minutes. They were recorded and later transcribed.
To interpret the collected data, document analysis and content analysis were used. To [22] , document analysis involves selecting, processing and interpreting existing information in documents, whether in print, audio or video. According to [23] , content analysis is a technique to read and interpret the contents of an entire document class so that, when properly analyzed, we open the doors to knowledge of aspects and phenomena of social life that would otherwise be inaccessible.
RESULTS
The following are reported excerpts of the transcript of the interviews and the information obtained from Digital Access and Sollis Innovation. Portrayals of the characterization of both companies will be presented.
Diagnosis of DIGITAL ACCESS
Digital Access is a Brazilian company and a pioneer in the service model, and process and document management technology. Its focus is on providing greater efficiency to the country's companies. With an annual average growth of 70%, it is the only Brazilian company among the 25 fastest growing in the country in the last three years. It is used by large companies from different sectors. The technology service package consists of software, scanners and an internet portal to enable companies to scan and manage document processes in a simple and organized way.
After a visit to Google in California (USA), which is recognized for innovation and its people management policies, the owner remarked that it was possible to have a relaxed working environment that was also productive. This was a goal when the company was founded. Regarding the relational capacity of the company, we adopted the following categories of analysis: 1) selection of foreign partners for innovation; 2) Type of knowledge sought in external partners; 3) Nature of innovation developed in partnership with external stakeholders; 4) Formation of partnerships for innovation; 5) Synchronization of decisions and innovation activities with external partners; 6) Resolution of conflicts of interests in partnerships for innovation; and 7) assessment of business model based on external partnerships for innovation.
In the Digital Access survey, the technological skills that lead to the future for the company and the selection of new partners for innovation are associated with the experience, contacts and business references of the founder and other managers. As reported by the respondent, the company implemented organizational innovations through the personal references and contacts of the founder and other managers with technology companies in Silicon Valley. It should also be stated that learning and subsequent implementation in Brazil of a new process called OCR (Optical Character Recognition) technology, today the base for the company's business, resulted from a visit to the holder of this technology. The company was based in Germany and was already a supplier of Digital Access, i.e., the partnership was established through previous contact between the founder, managers and an international supplier.
Regarding the criteria adopted for the selection of new partners, the company currently receives mentoring from Endeavor regarding initial indications and approaches between the parties, while these criteria are absent from the internal context. 
Diagnosis of Sollis Innovation
SOLLIS is a Brazilian company founded in 2010. It is located at the CIETEC (Center for Innovation, Entrepreneurship and Technology) as an incubated company. Since its foundation, it has developed software solutions for electronic prescription, facilitating interaction between doctors, patients and pharmacies, allowing these medical professionals, patients and healthcare facilities to exchange information electronically within a community of care across the country. Its entire operational structure is supported by a team of four people, including a financial executive and medical director. Among these people is Caio Ribeiro Gonçalves (Executive Marketing and Communication), the son of a founding partner, who welcomed us and gave us an interview.
In the past three years, 2 new products have been launched and four support processes have been designed, developed and improved.
The company designates approximately 20% of its turnover for research and development, but no revenues are reserved for research institutions or universities.
Approximately 98% of Sollis Innovation's staff are allocated to engineering and R&D. Approximately 5% are holders of Master's Degrees or Doctorates.
Regarding the relational capacity of the company, we adopted the same categories of analysis as we did for the previous company: 1) Selection of foreign partners for innovation; 2) Type of knowledge sought in the external partners; 3) Nature of innovation developed in partnership with external stakeholders; 4) Drawing up of partnerships for innovation; 5) Synchronization of decisions and innovation activities with external partners; 6) Resolution of conflicts of interest in partnerships for innovation; and 7) assessment of business model based on external partnerships for innovation.
According to Mr. Caio Ribeiro, the company's main partners include multinational companies such as FAPESP, and its main customers are doctors' surgeries and medical clinics, pharmacies and hospitals.
The company has several partners. Most, as mentioned, are multinational companies. The company seeks technology partners that are complementary to the business: "There is no formal contract. Usually, these partners provide a free license for three years for us to develop our projects. They believe this is sufficient time for the development of a new business. After that, there is a fee for license renewal, and in some cases, there is a prize. In other cases, there may be an online agreement signed between the companies." An outstanding partnership was established with a multinational company that develops software and hardware for businesses rather than the end consumer. "We are developing a platform for working to improve the process of our services. In this specific case, we signed a pre-contract agreement, and after 120 days, when we judge that we have already sorted out all the details and everything works as expected, a contract will be signed with them that will give them the right to sell our solution on the market." According to the respondent, the biggest problem, and one that often creates some kind of conflict, is time versus investment, because this type of business "needs time to develop, so it is essential to understand and work within our partner's profile. The upside is that although the company is small it usually works with major partners, meaning that we have a great vision."
Table3. Company characterization: Sollis Innovation
Characterization of Companies SOLLIS 1. Number of employees 6 2. Approximate number of technologically new or significantly improved products developed in the last three years. 
CONCLUSIONS
Through the data collection and analysis of the situation, we can see that the technology-based companies (TBCs) in question are young companies that continue to grow and mature in their respective areas of expertise, operational structures and presence in the marketplace.
Neither company is consistently mature regarding their strategies and procedures when forming strategic partnerships or alliances. This is demonstrated by the high degree of informality in their internal and external processes, including the prospection, selection and formalization of partnerships. This is not in keeping with the literature, with differences in the construct of relational capability, as companies develop greater relational skills when they find technological opportunities and highly complementary strategic partners [9] [17].
The search for new partners in both cases is conducted informally, and in the case of Digital Access through mentoring, with records of the procedures in this operation. Thus, with a diverging construct of relational capacity, it would be necessary to have a continuous activity of exploration and classification of new partners and strategic technology planning to identify opportunities [16] . Another point to consider is reputation, previous experience, needs and opportunities of stakeholders, who play an important role in mate selection [15] [24]. They were also considered important by the respondents, but there is a lack of records and procedures attesting to the verification and validation of these items.
The evidence available in this study through the profile and active follow-up of these companies is that the search for and selection of new partners will always be a normal activity within strategic planning. The interviews also show that these companies consider partnerships a key element for the development and acquisition of new resources to strengthen their competitive advantages.
No attempt was made in this study to generalize or create new business models or business. Rather, the article sought to contribute to the field by analyzing these two real cases of companies that were structured in different ways for the market. It can be ascertained that the analysis of the seven categories identified is no major differences were found in the relational capacity development stage considering the individual profiles of each company. Furthermore, despite the high degree of informality in their operations, the concept of capacity relational through partnerships or alliances permeate their organizational operations. The difference between the companies is that the incubated company suffers greater and stronger harassment from potential partners, while the company that is not incubated must seek potential partners in the market. A limitation of the study is that the survey was conducted in depth with only two companies. It would be interesting to include more companies to seek possible changes in these patterns.
